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To achieve tourist satisfaction, it is highly important to understand the antecedents of tourist 
motivation in a destination. Qatar has tourism development in its national vision of 2030 and is 
making every attempt to make the tourism experience in Qatar a world class experience. There is 
a tight competition in providing tourism experience amongst Gulf Cooperation Council (GCC) 
and it is vital to understand how efficient Qatar has been in creating tourist satisfaction and 
tourist motivation in order to create tourist loyalty and promote tourism to global standards. 
Exploring the antecedents of tourist satisfaction plays an important role in marketing tourism 
products and services. The purpose of this study is to examine the various antecedents of tourist 
motivation; the products and activities carried out at the destination to influence their travel 
behavior and provide ultimate tourist satisfaction.  This study explores to understand what 
comprises tourist’s motivation and influence tourist satisfaction to transmit their positive 
experience to third persons as well as repeating their visit to Qatar.  
 





In the present globalized scenario of tourism, the tourist satisfaction plays a major role in the 
success of the tourism industry. Hence, there is a need to conduct a study to evaluate the various 
antecedents of tourists’ motivation to visit Qatar so that Qatar tourism can incorporate strategies 
towards enhancing the areas that need definite attention. The study of various products and 
services of Qatar tourism helps to ensure that the tourists return with full satisfaction. This study 
explore to understand what comprises tourists satisfaction to transmit their positive experience to 
third persons as well as repeating their visit to Qatar so that an appropriate strategy may be 
developed to warrant that the service providers will fully meet the tourists’ expectations and 
ultimately make Qatar one of the most sort after tourist destinations to any tourist in general. 
 
This research focusses on the issues related to various antecedents of tourism motivation in 
Qatar. Qatar is known to be the highest Gross Domestic Product (GDP) earning country in the 
world with oil and gas as its main economy generating resources. The country is striving hard to 
develop and promote its tourism sector diversifying away from oil and gas economy. The main 
motivation for this research is derived from the fact that Qatar is all geared to develop its tourism 
products and services to boost the image of Qatar tourism and motivate international tourists to 
visit Qatar. However, due to recent political developments in the region which created Saudi-led 
blockade that was imposed on Qatar beginning in June; a drop of 23% in tourist arrival was 
noted as compared to previous year as announced in Qatar Tourism Authority (QTA) released 
2017 Annual Tourism Statistics. In order to maintain a sustainable competitive advantage, it’s 
important that an emphasis is made to deliver unique, extraordinary and memorable tourism 
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experiences to target tourists from all over the world (Chandralal, Lalith & Valenzuela, Fredy-
Roberto, 2013). 
 
Hassan Al Ibrahim, Acting Chairman of Qatar Tourism Authority, explained: “Together with our 
partners in the public and private sectors, we have explored the most effective ways to build on 
the strong foundations that have been laid for the tourism sector since 2014, and to further 
develop the country’s existing cultural and natural assets. As a result, the Next Chapter positions 
Qatar as a hub to discover - where cultural authenticity meets modernity, where the sand meets 
the sea, and where people of the world come together to experience unique offerings in culture, 
sports, business and family entertainment.” In addition to the development of tourism products, 
the council details a plan to generate global interest in the country through expanding Qatar’s 
global network of tourism promotion offices by expanding the country’s calendar of year-round 
tourism festivals and events., the strategy aims to have increased tourism’s direct contribution to 
Qatar’s GDP from QAR 19.8 billion in 2016 to QAR 41.3 billion, representing a direct 
contribution to the GDP of 3.8% by 2023. 
 
The purpose of this paper is to report the findings of an exploratory research which evaluates the 
antecedents of tourist motivation in Qatar. 
 
2. LITERATURE REVIEW 
 
2.2 Tourism motivation 
In tourism, motivation is employed to assist in reasoning with respect to decision making. This is 
accepted as a crucial variable that explains tourism behaviour. It enhances the identification of 
tourists’ needs and their promotion to meet the needs of target groups. Product development, 
improved marketing strategies, enhanced service delivery approaches and the creation of a 
competitive advantage are supported by understanding the travel behaviour and more specific the 
travel motivations of tourists. Therefore, travel behaviour plays an important role in tourism as 
concept, industry and economy, and demands investigation (Van Vuuren, C. & Slabbert, E., 
2011). The tourist experience is routinely positioned as a generator of memories. Memory of 
tourist experience is the most significant outcome remaining for tourists after a tour except, 
perhaps, for a few souvenirs or photographs (Braun-LaTour, Grinley, & Loftus, 2006). 
Memories of the trip experience is the single most important information source for an individual 
in terms of making a revisit decision and spreading word of mouth (Marschall, 2012). Thus, 
providing good memorable experiences is critical for the competitiveness of tourism providers. 
Despite this recognition of a motivational based process, researchers within the area of 
satisfaction including tourist satisfaction tend to solely focus on perception of products and 
product elements, by focusing on the level of satisfaction received. Satisfaction is then defined as 
“a judgement that a product or service feature, or the product or service itself, provides a 
pleasurable level of consumption-related fulfilment” Oliver (1997) or as an overall evaluation of 
a purchase (Fornell 1992). MacKay and Crompton (1990) define satisfaction in a similar way by 
focusing on the “psychological outcome which emerges from experiencing the service. 
 
Recent studies reveal a multi-motive approach within tourism and many of these studies apply a 
factorial design to describe motive-factors/dimensions of tourist motivation for travelling (e.g. 
Cha et al. 2002: Gitelson and Kerstetter; Jang, Morrison and Leary 2002; Kleiven 1998; 1999). 
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Tourist decisions have a direct influence from their motivation to travel to a particular 
destination and hence it’s important to understand and have enough knowledge about the 
motivational factors (George, 2004). Hoch and Deighton demonstrate three reasons behind the 
significance of past experiences stored in the memory. Firstly, the product involvement and 
motivation to purchase the product are high when the information is drawn from their past 
experiences, secondly, consumers tend to perceive past experiences as valuable and credible 
information sources and, thirdly, there is great influencing power of past experiences on future 
behavioural intentions. 
 
Tourists engage themselves in a particular behaviour that is before, during and after travelling. 
This concept is called as travel behaviour. This occurs from interaction between certain personal 
and environmental variables on a continuous basis. Travel behaviour is based the influence of 
people and situations on both sides and the subsequent reaction. The way tourists behave 
according to their attitudes towards a certain product and their response by making use of the 
product lead to travel behaviour (March & Woodside, 2005; George, 2004). Tourists’ 
experiences are constantly mediated through social interactions and are situated in the gap 
between locals and tourists. The heart of the tourist experience lies in the interaction of visitors 
with the local people (Reisinger & Turner, 2003). Social interaction between the visitors and the 
host community (local culture) is identified as a crucial element of the tourist experience and the 
most memorable aspect of it (Morgan & Xu, 2009). In terms of marketing, locals (residents) can 
be categorized as part-time marketers. Understanding and exploring local cultures and meeting 
local residents are significant motivations for tourists. Travelers who interact with local culture 
construct a unique and memorable holiday experience as local culture was found to be a 
component of memorable tourism experience (Kim, 2010). 
 
2.1 Tourism products and attributes 
Tourists often get attracted towards visiting those tourist destinations which tries to deliver and 
generate an image and to woo more tourists (Sultana & Khan, 2018). Hence, there have been 
various studies which have been carried out to understand the factors which are important for a 
tourism destination. Study indicates that weather has an important role in developing a tourist’s 
destination and the choice of tourism destination may depend on the weather (Barreira & 
Cesário, 2018). Better infrastructure and better connectivity with places lead to better movement 
of tourist and so the development of destination tourism is affected by the destination 
infrastructure.  (Perna, Custódio, & Vanessa, 2018). 
 
Given that motivation is a dynamic concept, it is possible to identify different tourist profiles 
depending on this variable, profiles which also may change with time (Jang & Feng, 2007). For 
this reason, motivation has been profusely analysed as a segmentation variable in tourism 
(Shoemaker, 1994). As Laws (1991), Kozak (2002) state, this approach enables tourism 
managers to promote those attributes that best suit the profile of certain groups of tourists. This 
approach is in line with the argumentation proposed by Wesley et al. (2006) regarding the 
different styles of consumer or customer purchasing decision. Concretely, these authors propose 
that such styles reflect different forms and methods of purchasing and consumption that 




Deichmann, J.I. & Frempong, F. (2016) proposes that tourists' expectations are fulfilled by 
considering their travel motivation. Researches are focussed more on characteristics of travellers 
rather than the places they visit. For example, within the group motivated by pleasure travel a 
typology of 'wanderlust' travellers versus 'sunlusť travellers. Wanderlust tourists are motivated to 
interact with different peoples and cultures, by performing international travel. On the contrary, 
sun lust tourists seek rest and relaxation, which can often be found at resorts offering the three 
Ss: sun, sand, and sea. In summary, it is based mainly upon the purpose or motivation for a given 
trip. While some travellers are motivated by exotic places and higher-risk experiences, few tend 
to vacation closer to home. The authors conclude that climate, sea, and scenery represent chief 
motivations for travel. Social contacts and travel prices are found to be significant reasons for 
British travellers to remain in their home country (Adel H. Nikjoo & Mahmoud Ketabi 2015). 
 
3. RESEARCH METHODOLOGY 
 
3.1 Respondents profile 
Four hundred and ninety-four completed questionnaire received from the tourist were used in the 
data analysis. Vast majorities of population under study is young population of age 18-24 years 
and are travelling in groups of more than 5 people. Though the population under study comprises 
of citizens of various countries like Australia, Berlin and Rome, Denmark, France, Germany, 
Netherlands, India, New Zealand, Philippines, Sri Lanka, Sweden, UAE, UK but about 50% of 
the respondents are German citizen. Qatar is a popular among the population under study 
primarily for reasons like education, visiting friends or family, and business for an average of 5-
10 days. The population under study has indicated that they have primarily stayed with their 
family and friends or apartments. The data collected indicates that about 75% of the respondents 
are visiting Qatar for the first time whereas about 25% of the respondents have visited the 
country before. Out of 25% of the respondents who have visited the country before, 41% of the 
respondents have visited the country before 1 to 2 times, 7% have visited the country 3 to 4 times 
while about 50% of the people have visited the country more than 5 times. These people usually 
travel to Qatar for business purposes. About 54% of sample population is travelling with friends 
while 28% is travelling with family. Another 11% is travelling alone and 7% is travelling with 
partner. 
 
3.2 Identify of factors and indicators 
This section of the questionnaire discusses the presence of the tourist destination elements in 
Qatar. These elements have been shortlisted after a thorough review of literature. The 
respondents were asked to indicate on a scale of 1 – 5 to what extent do they agree with the 
statement that these elements are high or low at this tourist destination (where »1« means – 







Table 1:  Descriptive Statistics – Push and Pull factors the tourist to visit Qatar 




Friendliness of the local people 3.57 1.034 494 
Organization of the local transportation services 2.62 1.093 494 
Overall cleanliness of the destination 4.03 .853 494 
The destination has strong connectivity 3.29 1.086 494 
Night life and entertainment 3.20 .969 494 
Opportunity for rest 3.66 .846 494 
The quality of the accommodation (hotel, motel, 
apartment) 
3.87 .783 494 
Personal safety and security 4.01 .830 494 
The offer of local cuisine 3.56 .984 494 
Diversity of cultural/historical attractions 
(architecture, tradition and customs) 
3.42 1.037 494 
Possibilities for shopping 4.13 .943 494 
Availability of casino and gambling 2.27 1.093 494 
Spa and Wellness 3.47 .822 494 
Organization of Conference 3.27 .912 494 
Climate conditions 3.12 .869 494 
Availability of sufficient information about the 
destination 
3.44 .748 494 
Availability of sport facilities and recreational 
activities 
3.52 .963 494 
Offer of cultural and other events 3.35 .855 494 
Services at the airport 4.13 .936 494 
Maintenance and convenience of the airport 4.16 .950 494 
Friendliness of the people 3.44 1.357 494 
Explanation and convenience of the customs 3.18 1.297 494 
National cuisine/drinks 3.46 1.201 494 
Accessibility to cultural heritage sites 3.14 1.383 494 
Diversity of athletic activities 3.00 1.174 494 
Equipment for athletic activities 2.91 1.150 494 
Visitor centers 3.13 1.209 494 
Organized excursions 3.73 1.034 494 
Degree of knowledge of foreign languages from 
the service personnel 
3.71 1.212 494 
Helpful police services 2.76 1.128 494 
Weather 3.22 1.370 494 
Facilities for children 2.94 1.196 494 
Shopping opportunities 4.18 .835 494 
6 
 
Telecommunications 3.40 1.202 494 
Convenience and access to local transport 2.27 1.316 494 
 
 




Extraction Sums of Squared 
Loadings 


















1 5.856 34.448 34.448 5.856 34.448 34.448 3.442 20.249 20.249 
2 1.857 10.922 45.370 1.857 10.922 45.370 2.921 17.180 37.429 
3 1.346 7.920 53.291 1.346 7.920 53.291 1.712 10.070 47.499 
4 1.273 7.487 60.778 1.273 7.487 60.778 1.695 9.972 57.471 
5 1.099 6.467 67.245 1.099 6.467 67.245 1.662 9.774 67.245 
6 .914 5.375 72.620       
7 .826 4.860 77.480       
8 .607 3.569 81.049       
9 .551 3.239 84.288       
10 .541 3.182 87.470       
11 .476 2.800 90.270       
12 .446 2.621 92.891       
13 .348 2.045 94.937       
14 .307 1.804 96.741       
15 .260 1.530 98.271       
16 .192 1.130 99.401       
17 .102 .599 100.000       
Extraction Method: Principal Component Analysis. 
 




Extraction Sums of Squared 
Loadings 

















1 5.856 34.448 34.448 5.856 34.448 34.448 3.442 20.249 20.249 
2 1.857 10.922 45.370 1.857 10.922 45.370 2.921 17.180 37.429 
3 1.346 7.920 53.291 1.346 7.920 53.291 1.712 10.070 47.499 
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4 1.273 7.487 60.778 1.273 7.487 60.778 1.695 9.972 57.471 
5 1.099 6.467 67.245 1.099 6.467 67.245 1.662 9.774 67.245 
6 .914 5.375 72.620       
7 .826 4.860 77.480       
8 .607 3.569 81.049       
9 .551 3.239 84.288       
10 .541 3.182 87.470       
11 .476 2.800 90.270       
12 .446 2.621 92.891       
13 .348 2.045 94.937       
14 .307 1.804 96.741       
15 .260 1.530 98.271       
16 .192 1.130 99.401       
17 .102 .599 100.000       
Extraction Method: Principal Component Analysis. 
 
The researcher has indicated five factors by the eigen value explaining 64.684 percent of the total 
variance which can be seen in table. It is clear from the table that out of 18 original variables 
factors with eigen value more than 1 has been extracted. These five factors account for 64.684 
percent of cumulative variance. It means more than 60 percent information is retained and only 
35.316 percent information is lost. As indicated in the table below, the factors were named as: 
Recreation Facilities,  Hospitality Services, Special Cultural Attractions, Other Services at 
Destination and Local Factors. 
In the present research five factors has been indicated by the eigen value explaining 67.245 
percent of the total variance which can be seen in table. It is clear from the table that out of 17 
original variables factors with eigen value more than 1 has been extracted. These five factors 
account for 67.245 percent of cumulative variance. It means more than 60 percent information is 
retained and only 32.755 percent information is lost. As indicated in the table below, the factors 
were named as: Tourist Leisure Facilities, Connectivity, Weather,  Shopping Experience and 
Local Hospitality.  
4. RESULTS AND DISCUSSION 
The data collected during the course of this research has indicated that the respondents of the 
questionnaire have visited the country for a variety of reasons including leisure (10% of 
respondents), businessactivities (13% of the respondents), visiting friends and relatives (17% of 
respondents), for educational purposes and short-term course (less than 1 year) (21% of the 
respondents), for short term volunteerism (less than 1 year) (about 1% of the respondents), for 
sports purposes (6% of the respondents) and for other purposes like tour concerts, choir 
programs, students exchange programs, etc.(32% of the respondents). It can be concluded that 
while educational activities are the most motivating activities for the tourist to plan their trip to 




Table 6: Mean, Mean Rank and Standard Deviation of the Pull factors the tourist to visit Qatar 
Factors Mean Mean Rank 
Standard 
Deviation 
Recreation Facilities 3.567814 1 0.881861 
Hospitality Services 3.446356 3 0.9481835 
Special Cultural Attractions 3.384615 4 0.9459619 
Other Services at Destination 2.769231 5 1.0021705 
Local Factors 3.54085 2 0.9351678 
 
The local factors have the next highest mean (M= 14.28). The variable with the highest mean in 
the factor is overall cleanliness of the destination (M= 4.03, SD= 0.85). The variable with the 
lowest mean is climate conditions (M= 3.12, SD= 0.86). The hospitality services have the third 
highest mean (M= 13.78). The variable with highest mean is personal safety and security (M= 
4.01, SD= 0.83). The variable with lowest mean is organization of local transportation services 
(M= 2.6, SD= 1.09). 
 
The factor about special cultural attractions at the destination has the next highest mean (M= 
6.7). The variable with highest mean is diversity of cultural/ historical attractions (M= 3.4, SD= 
1.03). The variable with lowest mean is offer of cultural and other events (M= 3.3, SD= 0.85). 
The factor with lowest mean is other services at the destination (M= 5.5). The variable with 
highest mean is organization of the conference (M= 3.2, SD= 0.91) and the variable with lowest 
mean is availability of casino and gambling services (M= 2.2, SD= 1.09). Tourist leisure and 
recreational facilities has the highest mean (M= 3.56, SD= 0.88) followed by local factors (M= 
3.54, SD= 0.93). The hospitality services have the next highest mean (M= 3.44, SD = 0.94) 
followed by special cultural attraction (M= 3.38, SD= 0.94). Other services at the destination has 
the lowest mean (M= 2.7, SD= 1.00).  
 
Table 7: Mean, Mean Rank and Standard Deviation of the Push factors the tourist to visit Qatar 
Factors Mean Mean Rank 
Standard 
Deviation 
Tourist Leisure Facilities 3.025101 5 0.881861 
Connectivity 3.34413 3 0.948184 
Weather 3.222672 4 0.945962 
Shopping Experience 3.948381 1 1.002171 
Local Hospitality 3.452935 2 0.935168 
 
The second factor ‘Connectivity’ has the highest mean (M= 16.72). The variable with highest 
mean in the factor is maintenance and convenience of the airport g (M= 4.16, SD= 0.95). The 
variable with lowest mean is convenience and access to local transport (M= 2.2, SD= 1.31). The 
recreational facilities have the next highest mean (M= 15.12). The variable with the highest mean 
in the factor is accessibility to cultural heritage sites (M= 3.14, SD= 1.38). The variable with the 




The local hospitality services have the third highest mean (M= 13.81, SD= 4.88). The variable 
with highest mean is organized excursions (M= 3.7, SD= 1.03).The variable with lowest mean is 
explanation and convenience of the customs (M= 3.18, SD= 1.29). The factor about shopping 
experience at the destination has the next highest mean (M= 7.8, SD= 2.04). The variable with 
highest mean is Shopping opportunities (M= 4.18, SD= 0.83). The variable with lowest mean is 
degree of knowledge of foreign languages from the service personnel (M= 3.7, SD= 1.21). The 
factor with lowest mean is weather conditions at the destination (M= 3.22, SD= 1.37).  
 
Shopping Experience has the highest mean (M= 3.94, SD= 1.002) followed by local hospitality 
(M= 3.45, SD= 0.93). The connectivity has the next highest mean (M= 3.34, SD = 0.94) 
followed by weather conditions (M= 3.22, SD= 0.94). Recreational facilities at the destination 
has the lowest mean (M= 3.02, SD= 0.88). 
 
As per the sample presented, it was indicated that out of 494, about 125 respondents has visited 
the country before, out of which 41% of the respondents have visited the country before 1 to 2 
times, 7% have visited the country 3 to 4 times while about 50% of the people have visited the 
country more than 5 times. Qatar is a popular among the population under study primarily for 
reasons like education, visiting friends or family, and business for an average of 5-10 days. On 
further enquiring if the respondents would like to visit the country again in next five years, the 
data collected indicates that 48% of the respondents have indicated that they would love to come 
back to the country. While another 32% of the respondents are not very sure about their choices, 
only 20% of the respondents have indicated that they might not visit the country again. 
Moreover, 42% of the respondents have indicated that they are completely satisfied with their 
trip to Qatar while 32% of the respondents are highly satisfied and 23% of the respondents are 
partly satisfied with their trip. Less than 2% of the respondents are not satisfied with their trip to 
Qatar. Keeping the stated statistics in mind, it can be concluded that the tourists are motivated to 
visit Qatar again. 
 
5. FINDINGS AND IMPLICATIONS 
Qatar is a popular among the population under study primarily for reasons like education, 
visiting friends or family, and business for an average of 5-10 days. On further enquiring if the 
respondents would like to visit the country again in next five years, the data collected indicates 
that 48% of the respondents have indicated that they would love to come back to the country. 
While another 32% of the respondents are not very sure about their choices, only 20% of the 
respondents have indicated that they might not visit the country again. Moreover, 42% of the 
respondents have indicated that they are completely satisfied with their trip to Qatar while 32% 
of the respondents are highly satisfied and 23% of the respondents are partly satisfied with their 
trip. Less than 2% of the respondents are not satisfied with their trip to Qatar. Keeping the stated 
statistics in mind, it can be concluded that the tourists are motivated to visit Qatar again. 
 
 Though Qatar has a wide bouquet of various sports opportunities, it is recommended that 
with sports arenas, some training facilities should be developed with small short-term 
training programs which can attract sports tourists. These programs need to be advertised 
strongly to attract the attention of the tourists. They also need to be carefully planned so 




 Due to blockade, the problem of connectivity has a strong impact on the tourism in the 
country and should be resolved as soon as possible. The Qatar airways should also think 
of budget airlines for budget conscious travelers. Qatar Airways is branded as luxury 
airlines with expensive tickets. They can think of collaborating with some of the budget 
airlines to please the customers who are mindful of budget issues. 
 
 Another arena which needs some improvements is regarding local transportation in Qatar. 
Though the country has a strong taxi system, securing taxi can be difficult at peak hours. 
This increases the reliability on bus services. Qatar in general gets really hot from April 
till October and the government needs review its bus infrastructure. There are many stops 
that have nothing more than a small sign on a lamp pole and involve long waits in the 
heat, leaving a feeling of uncertainty about whether the passenger is in the right place or 
not.  
 
 There has to be a variety of ways to promote and present country’s rich culture and 
tradition. Though the country has a rich cultural, the respondents of the survey conducted 
for this research have indicated that they did not understand the customs very well or they 
did not understand the customs at all. The need is to push the country’s image not just 
through various museums, galleries, public art auditoriums, cultural village, and various 
historic sites, but also generating intergenerational awareness as the youth of today will 
be future’s torch bearer.  
 
6. CONCLUSIONS 
Exploring the antecedents of tourist satisfaction plays an important role in marketing tourism 
products and services. The purpose of this study is to examine the various antecedents of tourist 
motivation; the products and activities carried out at the destination to provide ultimate tourist 
satisfaction.  This study explores to understand what comprises tourist’s motivation and 
influence tourist satisfaction to transmit their positive experience to third persons as well as 
repeating their visit to Qatar. Motivational factors are the effective tools to explain and predict 
decision making behaviour, their satisfaction and return intention of them. Therefore, business 
organizations working in the tourism sector in general should carefully evaluate the different 
products and services of tourism to successfully create tourist satisfaction when they travel to 
Qatar. The results of this research can be used as valuable and accurate information for 
destination marketers and managers to implement strategies and plans, to not only attract more 
potential visitors, but also enhance their destination satisfaction and encourage them to re-visit to 
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1 - Importance and innovativeness of the theme: 
Poor 
2 - Objectives.: 
     Good 
3 - Methodology.: 
     Sufficient 
4 - A literature review.: 
     Very good 
5 - Analysis of results.: 
     Good 
6 - Conclusions.: 
     Sufficient 
7 - Scientific contribution.: 
     Good 
8 - Structure.: 
     Good 
9 - Quality of the manuscript regarding academic writing.: 
     Good 
 
Explanation: 
1 - Importance and innovativeness of the theme: 
The study of tourist motivation is important enough to assess the development of tourism in a 
region, such as in Qatar. The author focuses less on the evaluation model generally used by 
researchers in evaluating tourism performance. Lack of references that indicate academic debate 
in this matter, especially in the introduction, so that the author cannot indicate the position of this 
article with other writings; to fill in the literature gaps, to reinforce existing literature, or to 
discover a new, unique concept of evaluation of tourist motivation in Qatar. Authors need to add 
relevant and up-to-date references to this theme. On the other hand, innovation has not been 
presented by the author in a theoretical framework or discussion on this theme, so there is a 
tendency for it to be repeated in terms of discussion and has not shown any novelty in this 
article.   
 
2 - Objectives.: 
The author has not clearly defined the purpose of this article, although it can be found in general 
to evaluate the antecedents to tourist motivation in Qatar. It should be emphasized what the more 
specific objectives of this antecedent evaluation are. Although there are notes in the introduction 
that this aspect of tourists has contributed to the increase in GDP in Qatar which is preceded by 
2 
 
data on tourism products, the author needs an in-depth exploration of cultural and tourism 
relations in a modern context, or the diversity of existing tourism (sea, land, nature, and others), 
aspects of business and entertainment, and tourist experiences that motivate interest in returning 
to tourism places, and others that are supported by adequate literature. These aspects are a tourist 
attraction that motivates tourists to visit Qatar. 
 
3 - Methodology.: 
In the methodological aspect, the author needs to map the steps systematically on the 
methodology used in answering the problems in this article. The method used, the sampling 
technique chosen, the reliability and validity of the questionnaire instrument and the data 
analysis technique used were not found in this article. The authors need to detail them briefly and 
clearly. Likewise, the indicators used still require an explanation from the aspect of tourism or 
what theory is the source of its derivatives. 
 
4 - A literature review.: 
In the literature review section, two main sections are presented on tourist motivation and 
tourism products and attributes. Conceptually, the study of tourism includes several aspects, such 
as tourism destinations, tourism products, tourism attributes, tourism services, tourism travel, and 
others. Some of the literature on the motivation, products, and attributes of tourism requires 
exploration and mapping of the parts related to the aspects to be evaluated. The author only 
presents the literature on the motivational aspects related to the psychology of tourists through 
the "memory" of their experiences at tourist sites. Authors need to develop other aspects that 
influence them to return to visit Qatar, such as the types of services available online, factual 
information about tourism objects, community friendliness, clarity of travel routes, lodging 
(hotels), and others. Add some literature to support this as well as other writings examining the 
motivation of tourists specifically in Qatar. 
 
5 - Analysis of results.: 
The author does not present the theoretical framework used to analyze tourist motivation. This 
results in an in-depth analysis of existing research results. The author needs a theory to analyze 
these results which can be complemented by up-to-date data and literature. 
 
6 - Conclusions.: 
The author does not explain the main conclusions of this article. There is no need to reiterate the 
purpose and importance of the study of tourist motivation, as this has been previously described. 
The authors should focus on the main findings or results of this study, or even be strengthened by 
a theory about tourist motivation. 
 
7 - Scientific contribution.: 
This article contributes significantly to the development of instruments on tourist motivation in a 
region. Starting from the uniqueness of the location, the friendliness of the population, local 
historical and cultural heritage, business purposes, visits to friends and family, and others are 
quite unique and differ from one region to another. The author is quite successful in identifying 
this uniqueness in Qatar, although several things require further exploration for the benefit of 




8 - Structure.: 
The structure of the presentation of this article is quite good. The author needs to add to the 
limitations of this research and the development of subsequent research on the theme of tourist 
motivation or other related themes.  
 
9 - Quality of the manuscript regarding academic writing.: 
The writing technique is good. The author is advised to correct a few words or sentences by 
proof editing in English. Authors need to ensure that the citation and reference writing 
techniques match the APA style. 
 
Strengths:  
This article presents straightforwardly about the evaluation of tourists from various countries 
visiting Qatar, so it is interesting to study in terms of mapping tourist visits who have not and 
have been to this country, types of visits aimed at business, meeting with friends, and family, and 
holidays. The uniqueness arises from the indicators used as an instrument of tourist evaluation 




This article is not equipped with official data from the tourism agency or department regarding 
the development of tourists, for example, tourist visits in the last 3 years. The references used are 
limited and require additional literature that is relevant and up to date. This article also requires a 
theoretical framework used to analyze the results in order to comprehensively explain to the 
reader about the analysis of the results. Conclusions should be more focused on the main results 
or factual findings. The limitations of this study and the development of research on this or other 
related themes should also be noted 
 
This article can be published after the author makes minor revisions to the article according to 
the reviewers' notes. 
 
 
Indonesia, August 11, 2020 
 
Aan Jaelani 
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